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= SHORT CALLS 


Congressmen 
sets sights 
on tobacco 

Spring has arrived and with it 
has come open season on the 
tobacco industry. 

Hearings took place in March on 
Rep. Henry Waxman’s (D-Calif.) 
“Comprehensive Smoking Preven¬ 
tion Education Act,” a bill calling for 
stronger rotating warning labels, a 
federal office to regulate cigarette 
labeling and advertising, and federal 
power to subpoena ingredients of 
each brand, 

Shortly after, hearings began on 
Rep. Joseph Moakley's (D-Mass.) 
"Cigarette Safety Act," requiring that 
cigarettes and little cigars meet igni¬ 
tion standards set by the Consumer 
Product Safety Commission. 

Also, Sen. Orrin Hatch (R-Utah) 
introduced his “Smoking Prevention 
Health and Education Act,” cospon¬ 
sored by Senators Bob Packwood 



and Edward Kennedy of Oregon and 
Massachusetts, respectively. 

Hearings were set to begin April 
20 on Hatch’s bill, which calls for 
four rotating package warning labels 
on cigarettes. 

Meanwhile, Sen. Mark Hatfield (R- 
Oreg.) will ask Agriculture Secretary 
John Block to report on the financial 
health of the federal tobacco pro¬ 
gram during spring appropriations 
hearings. Hatfield and Sen. Thomas 
Eagleton (D-Mo.) have asked the 
General Accounting Office to study 
how well the tobacco program is 
working, whether it faces losses and 
whether allotment ownership is shift¬ 
ing from non-farmers to growers. 


Acquisition boosts 
RJR up Fortune list 

The acquisition of Heublein Inc. 
last year boosted R.J. Reynolds 
Industries Inc. to No. 25 on the For¬ 
tune 500 list of the nation's top 
industrial companies (by 1982 sales). 

Heublein had been No. 227 on the 
list based on 1981 sales. The acquisi¬ 
tion moved R.J. Reynolds up seven 
spots in the listing by Fortune maga¬ 
zine, passing Boeing Co. Inc., Union 
Carbide Corp., Dart & Kraft Inc., 
Eastman Kodak Co„ Union Oil of 
California, the Chrysler Corp. and 
Dow Chemical Co. 


Dyer calls 
on industry 
to join fight 


Calling on Southern Tobacco 
and Candy Association members 
to join in the fight for the tobacco 
industry, South Atlantic Sales 
Area Director Ron Dyer told the 
group's 1982 annual convention 
that "no one person, no one 
segment of our industry, can 
do it alone." 

Excerpts from Dyer’s speech 
to the convention in Florida 
appeared in the December 22 Unit¬ 
ed States Tobacco Journal. 

Dyer noted that the fight is 
important because "it goes well 
beyond simply maintaining our 
livelihood. It speaks to the basic 
issue of freedom — the right of 
individuals in our society to be 
free to choose to engage, or not 
engage, in a legitimate, legal, his¬ 
torical activity." 


Ron Dyer, director 
South Atlantic 
Sales Area 

He called for a solid base built 
on "the remarkable record" of to¬ 
bacco and its economic impact 
on the nation, and added that the 
industry can continue to ensure 
growth by: 

• maintaining a social and polit¬ 
ical climate that allows adults to 
exercise their freedom to smoke 
or not smoke: 

• becoming more active in 
community and political life; 

• supporting trade organiza¬ 
tions and other state organi¬ 
zations; and 

• by supporting The Tobacco 
Institute, the Tobacco Action 
Network and "really take pride 
in tobacco,” referring to Reyn¬ 
olds Tobacco’s grass-roots to¬ 
bacco campaign. 
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From the Vice President, 
Field Sales 


Once again our company has been honored with an award given 
to our Senior Vice President, Don Grout. Don’s election to the pres¬ 
tigious NATD Hall of Fame is an honor each of us in the Sales 
Department can look upon with pride. 

As he has said before, Don doesn’t see these awards as personal 
recognition but rather as recognition directed to R.J. Reynolds To- . 
bacco Company, and the Sales Department. 

The NATD (National Association of Tobacco Distributors) is the 
world's largest association of wholesale tobacco distributors. 
Members of this association are our customers, whom we in the 
Sales Department contact every day. The award then is truly a 
recognition of our company's representation in the field and our pro¬ 
fessional approach to business. It is also a tribute to Don Grout's 
leadership, that he has earned the respect and admiration of the 
entire industry. 

I know you join Yancey Ford and me in offering congratulations to 
Don Grout, newly elected to the NATD Hall of Fame. 

We’re all proud to be a member of your team, Don! 





Ralph Angiuoli 
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P.S.S. built into new training program 

Completely revised STEP sent to Field 


A constantly-changing market¬ 
place and increasing accountabili¬ 
ties were the driving force behind a 
completely revised Sales Training 
Entry Program (STEP) that went to 
the Field early in March, 

"As a result of feedback from 
weekly comments and working 
closely with our training and devel¬ 
opment managers in the Field, we 
recognized the need to update the 
STEP program last year," said Dick 
Luongo, manager - Sales Training 
and Development. 

Much of the feedback related to 
changes in the marketplace and 
more accountabilities for sales reps, 
and after a year of evaluation, re¬ 
view and updating, the new 11-week 
program was born. 

"What we have now is a more 
challenging and comprehensive 
program taking place in the field,” 


noted Charlie Davis, national man¬ 
ager - Sales Personnel. "The pro¬ 
gram has been strengthened in all 
aspects including the incorporation 
of the Professional Selling Skills 
program (P.S.S.).” 


“What we have now is a 
more challenging and 
comprehensive program 
taking place In the field.” 

— Charlie Davis 


Major significant changes in the 
program include: 

• the flexibility of the program to 
serve as a refresher for all sales reps 
(particularly in specialized areas 
such as vending, merchandising, di¬ 
rect accounts, etc,). 


• a complete update of all print 
materials and modules to reflect 
the latest changes in our products, 
P.O.S. and selling aids. 

• the use of actual calls rather 
than case studies in the Individual¬ 
ized Merchandising Service (IMS) 
section of the program. 

• the utilization of “tracking" 
exercises which serve to reinforce 
the revised six steps of systematic 
selling. 

• the use of sign-off sheets, 
where both trainer and trainee indi¬ 
cate an understanding of each part 
of the training. 

• the incorporation of our evalua¬ 
tion system into STEP so that sales 
reps are trained according to clearly 
defined accountabilities. 

“By virtue of its design, the pro¬ 
gram also assures that the trainer is 
better prepared, resulting in more 
effective training," added Larry 
Prillaman, salestraining manager. 
"Prior to implementation, regional 
meetings were conducted through¬ 
out the country to familiarize all 
managers with the revised program 
and its new training procedures." 

The strengthening of the training 
program underlines the company's 
philosophy that people are its most 
important resource. “It wasn’t 
change for the sake of change,” 
noted Luongo. “This was a well- 
defined, well-evaluated step to im¬ 
prove the standards, efficiency and 
ability of our Field people to meet 
the day-to-day challenges in the 
marketplace." 
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Regional meetings were conducted prior to the Implementation of the new training program. All 
managers became familiar with the revised program and Its new training procedures. 
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Dice roll and roulette wheels spin 
daily in Atlantic City, N.J., but Mike 
Schilling hasn't gambled with oppor¬ 
tunities created by the re-birth of the 
once-famous East Coast resort. 

Just four short years ago, the 
first gaming establishment outside 
of Nevada opened and Atlantic 
City has been living its own age of 
miracles since. Drawing from the 
one-quarter of the nation’s popula¬ 
tion that lives within 300 miles, 
Atlantic City annually hosts millions 
of visitors. 

Twelve casinos dot the world- 
famous, revitalized Boardwalk and 
more are expected to open during 


1983. Before a casino can open, it 
must include a hotel of 500 or more 
beds. To ensure occupancy, the 
casinos operate a charter bus sys¬ 
tem that last year averaged 20,000 
visitors a day. Other charters and 
franchised bus activity added 
another 5,000 visitors a day. The 
average stay for a visitor is three 
to four days. 

"They represent tremendous 
opportunities to increase our busi¬ 
ness and our exposure,” said Schill¬ 
ing, area sales representative In the 
South Jersey division, "and it's going 
to continue to grow. 

“Right now," added Schilling, 


"cigarette volume in the casinos 
ranges from 100 to 200 cases a 
week, depending on the season." 

Schilling secured exclusive count¬ 
er displays in six of nine casinos that 
authorize displays. Eight of the 12 
gift shops in the casinos have FtJR 
exclusive package fixtures. 

At the Playboy Casino, cigarette 
girls move about the floor and each 
has a code name — such as “Susy 
Salem” or “Mary More” — by which 
they can be contacted over the 
intercom. A little assist from Schill¬ 
ing helped Playboy solve their pag¬ 
ing problem. 
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Tha Playboy Catlno g Itt ah op. 



The gilt (hop at Caaaar’a. 



Tha “Juat Looking "gilt ahop on tha Boardwalk. 


And, the world-famous Boardwalk 
continues to offer additional oppor¬ 
tunities, with ten major accounts that 
range in volume from 20 to 40 cases 
a week. Schilling placed six over¬ 
head package merchandisers, three 
PCDs and key PDI material along 
the well-traveled route. 

“That's a pretty good head start," 
said Jim Linebarger, South Jersey 
division manager, “but there’ll be 
plenty of opportunity in the future if 
the growth predictions hold true.” 

The Southern New Jersey area, 
according to a New Jersey Depart¬ 
ment of Labor and Industry study, 
is expected to grow five times as 
fast as the United States and more 
than 25 times as fast as the Phila¬ 
delphia area. 

Fourteen casinos are projected to 
be operating by 1985 and the area is 
projected first in the Northeast in 
growth of effective buying income 
(14th in the nation). The Atlantic 
City area accounts for nearly $1 bil¬ 
lion in retail sales, and casino 
revenues are nearly at the one-half 
billion mark. 

"This is just the end of the begin¬ 
ning,” added Schilling, “It may grow 
faster in the next year or two than it 
has in the past four.” 
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—VOLUME WINNERS 



wins over Sav-Mor 

Good things come to those who 
wait, or so the saying goes. And 
Lynda D. Jones, area sales represen* 
tative in the Birmingham, Ala,, divi¬ 
sion can testify to that. 

Lynda was successful in selling 
one of the chain of five Sav-Mor 
Warehouse Foods stores in Bir¬ 
mingham on several plans. The 
chain is owned by one person, but 
the stores are autonomous relative 
to merchandising decisions. 

In one store, she secured exclu¬ 
sive cigarette advertising, sold the 
180 Universal Carton Merchandiser 
on Plan 414, sold 30-pack permanent 
checklane displays and has 50 per¬ 
cent of the package merchandisers 
for RJR brands at the beltline. 

Progress comes slowly some¬ 
times, but Jones' pilot store may well 
lead the other Sav-Mors to improv¬ 
ing RJR posture. 

Pair sell displays 
to Nebraska stores 

Division Manager J.A. Drolette 
and Assistant Division Manager T.G 
Rutledge of the Omaha, Neb., divi¬ 
sion teamed up to sell Hinky Dinky 
(39 stores) in placing permanent 30- 
package displays with MCD trays 
side by side. All displays have been 
placed for a total of 191, nearly 
five per store. 

The pair also sold the chain 180 
UCMs and high-volume 180s in 
certain stores, Plan 514. And they 
presented new package rack sche¬ 
matics set to the movement of each 
brand out of warehouses propor¬ 
tionate to sales, obtaining 40 percent 
for RJR. 


Green sells concession 
on new stadium racks 

Area Sales Representative J.R. 
Green of the Omaha, Neb., division 
was successful in selling Brandeis 
Concessions stadium racks (14 in 
all) to replace the 22-column 
National vending machines currently 
at the Ak-Sar-Ben Racetrack with an 
RJR brand average of 8.0. RJR will 
have seven of the 12 brands carried 
in the new stadium racks with fac¬ 
similes and advertising placed on 
each rack. 

Coupon drop builds 
business in Calif. 

Area Sales Representative H.A. 
Norris of the San Fernando Valley, 
Calif., division took advantage of 
a December coupon drop to build 
business at William Bros. Markets 
(14 stores). 

With the chain's stores averaging 
800 cartons a week, Harmon sold 
360 cases of product for each of two 
coupon drops for 720 cases. He was 


able to place mass displays in each 
store six consecutive weeks, and 
RJR showed a 17 percent increase 
in sales during the period. This 
represented a 2,970 carton increase 
in total sales. 



Mass display t support coupon drop. vn 
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—VOLUME WINNERS- 



A first for RJR 

P.F. Taylor, area sales representa¬ 
tive in the Norfolk, Va„ division sold 
Shore Stop Markets on placing cash 
register permanent counter displays 
in their 26 stores, marking the first 
time RJR permanent displays have 
appeared in this chain. 

Mayes secures plans 
in Grand Centrals 

Chain Account Manager T.L. 
Mayes of the Salt Lake City, Utah, 
chain division succeeded in selling a 
carton merchandising program for 
Grand Central Stores, securing RJR 
plan 3H3 in all stores. The stores will 
be utilizing 5-shelf, 72-S fixtures 
along with a wrap-around end-cap 
gondola shelving. 

Mayes succeeded in obtaining 


30 RJR brands in distribution when 
this chain only utilizes a total of 
65 brands. 



Carton merchandltart at Grand Central ttoret. 


Rep accepts 
coffee offer 

Innovation has long been a 
trademark of Reynolds Tobacco 
sales representatives, and Dwight 
McKibbin took that tradition right 
to heart on a call earlier this year. 

McKibbin, an area sales repre¬ 
sentative in the company’s 
Duluth, Minn., division, met stiff 
resistance from a store owner 
in Walker, Minn., when he tried 
to present a carton fixture (dis¬ 
play) plan, The store owner told 
McKibbin he would throw coffee 
on him if he ever returned to 
the store. 

On his next visit, the persistent 
McKibbin wore a raincoat and, 
with carton fixture presentation in 
hand, told the owner, “I’m ready 
to accept your cup of coffee.” 

Impressed by McKibbin’s 
approach, the store owner 
allowed the presentation and then 
bought the carton display plan. 

RJR gets top billing 
in N. Carolina chains 

Chain Account Manager F.J, 

Lynch of the Winston-Salem chain 
division helped two area chains 
merchandise their cigarettes better 
and, at the same time, provided RJR 
with top billing. 

At Food World in Greensboro (46), 
Lynch secured approval to change 
six stores from Plan 4H4,15 stores 
from Plan 51, and nine stores from 
Plan 513 to Plan 514 for all stores 
using the 180 Universal Carton 
Merchandiser. 

At Winn-Dixie in Raleigh (110), 
Lynch secured approval to place the 
Universal Carton Merchandiser Plan 
514 in 107 stores, moving cigarettes 
from in-line on express lane to the 
gondola end-cap. 
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—VOLUME WINNERS 



Strong’s opening 
was just ‘grand’ 

As a new County Market was 
being built and readied for a grand 
opening in Hattiesburg, Miss., Area 
Sales Representative J.D. Strong 
was thinking about how he would 
plan for RJR merchandising and 
RJR dominance in the new store. 

Prior to the opening, he learned 
that the owners decided on a Com¬ 
pact/Impact arrangement, placing 
RJR merchandise on the bottom 
shelf. At the same time, the RJR 
Wraparound setup was being passed 
down and Strong fully acquainted 
himself with the new program. He 
presented the plan to the store 
owners, satisfied their skepticism 
and was successful in implementing 
the plan. The store is now the 
highest volume store in the 
Hattiesburg area. 

Persistence, P.S.S. 
pay off for Rutledge 

Assistant Division Manager T.G. 
Rutledge of the Omaha. Neb., divi¬ 
sion summed up all his persistence 


and P.S.S. skills to chalk up an out¬ 
standing accomplishment with a 
branch office of 7-Eleven stores (53). 

Rutledge sold the branch on plac¬ 
ing permanent counter displays in all 
corporate stores (43) exclusively, 
and in six of the 10 franchise stores. 
He also sold the corporate stores on 
replacing a competitive pack mas¬ 
ters with RJR slide-by racks, secur¬ 
ing 40 percent of the space for RJR. 
Two of the corporate stores will 
receive RJR spin racks to replace 
competitive racks. 


In addition, Rutledge sold the NSS 
Plan U above the slide-by racks in 40 
stores, and all 53 stores now have 
the Camel Light price dangler. 

Marketing, Sales work 
together in theater 

Area Sales Representative M.J. 
Licwinko of the Rockford, III., divi¬ 
sion got a little assist from Marketing 
recently when he sold the Belford 
Theater on expanding distribution to 
include Camel Lights and Salem. 

The theater was receptive due to 
“Moviegoer Magazine" which is dis¬ 
played in their lobby and contains 
exclusive RJR advertising. The 
theater now carries four brands, 
three of which are RJR. He also 
placed two Winston clocks. 

Open Air takes displays 

Gayle W, Behrens, area sales 
representative in the Norfolk, Va„ 
division, sold Giant Open Air super¬ 
markets on placing 100 permanent 
30-pack checklane displays and sigm 
age in their 19 stores, significantly 
increasing RJR dominance in this 
high-volume chain. 



RJfl cartons s land out In 7-Eleven stores. 
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Stolte sells panels, 
toppers to Marriott 

C.F. Stolte Jr., vending sales man¬ 
ager - field in the Washington, D.C., 
division, did a lot of traveling 
recently without leaving home and 
came away with an outstanding 
accomplishment for RJR. 

Stolte sold the Marriott Hotel 
chain RJR vending toppers and pan¬ 
els for all its 82 hotels nationwide. 

He also sold the Camel Lights/ 
Camel Filter vending offer. 

In a memo (authorization) from 
Marriott Headquarters to all hotels, 
Ms. Susan England noted the bene¬ 
fits of the panels and toppers and 
encouraged cooperation with Reyn¬ 
olds Tobacco sales reps. 

Placements, brand average 
up after Texas work/with 

C.W, Taylor, vending sales man¬ 
ager - field in the Houston chain 
division, completed two successful 
work/withs recently. He gained 99 
placements in 33 Armadillo Vending 
machines on location in the Astro¬ 
dome, giving RJR a 10.0 brand aver¬ 
age. He also set up three machines 
to vend Work Horse and R.J. Gold. 

With Coast Vending (178) in Hous¬ 
ton, Taylor completed a work/with 
calling on 135 locations and gaining 
129 placements to increase RJR 
brand average to 10.24. 

Indianapolis work/with 
nets outstanding results 

Vending Sales Manager - Field J.P. 
Johnston of the Indianapolis chain 
division recently completed an ultra¬ 
successful work/with that gained the 
following: 

• Hamilton Harris Company — 
1,083 machines worked: 999 net 
placements; placed 72 facsimiles, 96 


panels, 520 price dials; increased 
brand average to 12.31; 

• Calderon Brothers — 782 
machines worked; 799 net new 
placements; placed 208 facsimiles, 
76 panels, 618 price dials, four 
toppers; increased brand average to 
11.42; and 

• Canteen Vending — 117 
machines worked; 174 net new 
placements; placed 33 facsimiles, 
two panels, 116 price dials; 
increased brand average to 12.66. 

‘Sooner,’ the better 

Vending Sales Manager - Field 
J.E. Geisler of the Oklahoma City 
chain division sold a work/with to 
Sooner Vending and called on 68 
locations (all machines) to gain 123 
placements and increase brand 
average to 11.7. 


Wheedleton off ‘in step’ 
to start brand new year 

E.C. Wheedleton, military and 
institutional sales manager in the 
Alexandria, Va., division started 1983 
off "in step" with several early-year 
accomplishments. 

Wheedleton sold the AAFES 
Capitol Exchange Region the 
“Salem Spirit Mass Display Pro¬ 
gram” for all 125 exchanges. Display 
sizes will range from 10 to 50 cases. 

He also sold the program to the 
Army Commissary Northeast Region 
at Ft. Meade, Md„ with displays 
ranging in size from 50 to 300 cases 
at the 23 stores. Wheedleton also 
introduced Work Horse and R.J. 
Gold chewing tobaccos for all com- 


New Orleans team 
scores good gains 

K.M. Kottlowski, chain account 
manager in the New Orleans chain 
division, and J.J. White, vending 
sales manager - field in the same 
division, teamed up on a work/with 
for U-Koen Tobacco (787 machines). 
They called on 632 locations to gain 
1,539 intoductory placements and 
increase RJR brand average to 9.3. 

White also completed a work/with 
for Quaglino Vending (750), calling 
on 502 locations to gain 637 place¬ 
ments and increase RJR brand 
average to 8.3. He also replaced 
DataVend with Tru-Check with this 
key vendor. 


missaries and both items were 
added to the Northeast Region 
catalog master file. 

Brenton gains a first 
in ‘Reed’ commissary 

Area Sales Representative Jeff 
Brenton of the Washington, D C., 
division chalked up a first for the 
Walter Reed Commissary last 
December, 

Brenton sold the Commissary a 
150-case mass display along with a 
normal order of 22 cases. During a 
seven-day period, 75 cases of RJR 
brands were sold with a free Pepsi 
on every carton purchase. Other 
prizes included a washing machine, 
portable sewing machine and 55 
Winston coolers. 
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Witt honors RJR 

Tampa Division Manager D.C. Hill receives a 
plaque ol appreciation from Ell Will Branch 
Manager John Handle k. Looking on are Saha 
Representatives J.W. McMIckta, P.J. DeCarlo 
and S.L. Goodwin. The award by the direct 
account wai made In appreciation Ol FETAP 
and RJR’s year-end promotion and cited the 
RJR Sales Force “lor your dedication (a our 
Industry and your hard work In helping ua 
obtain our sales goals." 

Hawaiian Open tourney 
goes for RJR exclusive 

General Manager - Hawaii W.A. 
Poscharscky and Division Man¬ 
ager J.S.W. Chong teamed up for 
exclusive distribution of RJR 
products in the vending machines at 
the Hawaiian Open Golf Tourna¬ 
ment. Toppers were installed 
on all machines. 

Attendance for the tournament 
was approximately 40,000 for the 
four-day event, and anyone purchas¬ 


ing cigarettes had to buy an RJR 
brand from the machines. Some 800 
packs were sold at the event. 

(Editor’s Note: Since this accom¬ 
plishment, W.A. Poscharscky has 
been named assistant regional man¬ 
ager in the San Francisco region.) 

Wisconsin gas stations 
take Work Horse, Gold 

H.O. Mehrdorf, assistant division 
manager in the Milwaukee, Wise., 
division, was successful in selling 
the Milwaukee district office of Clark 
Oil Company Work Horse and R.J. 
Gold chewing tobacco at 113 sta¬ 
tions. He also secured approval to 
advertise same via pasters in all 
stations. Previously, Clark Oil had 
not handled any type of chew¬ 
ing tobacco. 


Turner wins showdown 
at Tucson ‘Cowboys’ 

Area Sales Representative Fred 
Turner of the Phoenix, Ariz., division 
heated up his six-shooters and blew 
away the competition at Cowboys in 
Tucson recently. 

Cowboys, a popular young adult 
disco, bar and gathering place was 
selling cigarettes out of a booth 
which merchandised them from a 
competitor's pack master — an idea 
Turner didn't cotton to. 

Turner contacted the manager and 
sold him on an 18-column package 
fixture with signage, In addition, he 
introduced four items to bring RJR 
to 16 of the 30 brands stocked and 
placed a Camel Disco Light over the 
package rack, 



‘Brightening’ up an assignment 


Area Sales Representative O. C, Hageman ol the Haw Haven, Conn., division brightened up his t/i 
assignment recently by placing a massive Bright BIG IF display with Impactful advertising copy. 
Shown here with his display at Hia Treasure Chest In Meriden, Conn., Is Hageman and retailer y, 
Bob Anderson. 00 

CD 
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— PROMOTIONS & APPOINTMENTS; 


L.A. Sasso has been appointed 
training and development/vending/ 
military manager in 
the North Central 
Sales Area. 

Sasso joined the 
Mt company in 1973 as a 

l sales representative in 
the West Palm Beach, 
1^^.Fla., division. He was 
promoted to area manager * vending 
in the Miami division in 1976, and 
became assistant division manager in 
the Phoenix division in 1977. 

Sasso was promoted to division 
manager in the Phoenix division in 
1980, and the following year became 
vending sales manager in the North 
Central Sales Area. 

W.F, Tucker has been appointed 
budget and planning manager in the 
jH^IB North Central Sales 

■ V Tucker joined the 

9F company in 1973 as a 

■j sales representative in 

ral ’■'=<* n tp e Winston-Salem 

division. He was 
promoted to aiea 
manager - merchandising in the 
Atlanta chain division in 1975, and 
was named assistant division manag¬ 
er in the Peoria, III., division the follow¬ 
ing year. 

Tucker was promoted to division 
manager in the East Cleveland divi¬ 
sion in 1978 and became vending 
sales manager in the North Central 
Sales Area in 1980. He was named 
sales training and development man¬ 
ager in that area the following year. 


manager - 


J.E. Riley Jr. has been promoted to 
chain account manager in the Denver, 
—Colo., chain division. 

Riley joined the 
■ company in 1970 in 

^ T the Albany, Ga. r divi- 
\ ' sion, where he was 

’ v promoted to area 
^r' M sales representative 
' mk the following year. He 
was promoted to assistant division 
manager in the Dayton, Ohio, division 
in 1975 and was named division man¬ 
ager in the Davenport, Iowa, division 
in 1980. 

Miguel Duran has been promoted 
to division manager in the Phoenix, 

t Ariz., division. 

Duran joined the 
company in 1974asa 
sales representative in 
the Fresno, Calif., divi¬ 
sion, where he was 
promoted to area 
sales representative 
the following year. He was promoted 
to assistant division manager in the 
Bakersfield, Calif., division in 1978 
and transferred to the Phoenix divi¬ 
sion in 1981. 

J.S. Farmer III has been promoted 
to division manager in the Rockford, 

t ill., division. 

Farmer joined the 
company in 1972 as a 
sales representative 
in the Raleigh, N.C., 
division, where he was 
promoted to area 
sales representative 
the following year. 

He was promoted to area manager 
-merchandising in the Atlanta chain 
division in 1977, and the following 
year was named assistant division 
manager in the Bristol, Va., division. 


J.E. Powers has been promoted to 
division manager in the Fort Worth, 

t Texas, division. 

Powers joined the 
company in 1974 as a 
sales representative 
in the Oklahoma City, 
Okla., division, where 
| he was promoted to 
I area sales represen¬ 
tative the following year. He was pro¬ 
moted to area manager - vending in 
that division in 1978, and was named 
assistant division manager in the 
Jackson, Mich., division in 1979, 

Cindy A. Mllbourn has been pro¬ 
moted to division manager in the 
Sacramento, Calif., 
division. 

Milbourn joined the 
company in 1974 as a 
sales representative in 
the East Los Angeles, 
Calif., division. She 
transferred to the San 
Gabriel Valley, Calif., division in 1975 
and the following year was promoted 
to area sales representative. 

She was promoted to area man¬ 
ager-merchandising in the San Fran¬ 
cisco chain division in 1979, and later 
that year was named assistant divi¬ 
sion manager in the San Francisco 
division. 


A.H, Perez has been promoted to 
division manager in the South Bronx, 

a N.Y., division. 

Perez joined the 
company in 1975 as a 
sales representative in 
•' the North Jersey. N.J., 
division, where he was 
promoted to area 
1 sales representative 
in 1978. He was promoted to assistant 
division manager in the Newark, N.J., 
division in 1980. 
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— PROMOTIONS & APPOINTMENTS! 



T.D. Ryan has been promoted to di¬ 
vision manager in the Des Moines, 
Iowa, division. 

Ryan joined the 
company in 1973 as a 
sales representative in 
the Pasadena, Calif., 
division, where he was 
promoted to area 
sales representative 
the following year. He was promoted 
to area manager - merchandising in 
the Los Angeles chain division in 
1979, and the following year was 
named assistant division manager in 
the Phoenix, Ariz., division. 

Robin Camaratta has been promot¬ 
ed to assistant division manager in the 

t North Boston, Mass., 

Camaratta joined 
the company in 1978 
as a sales representa¬ 
tive in the North Jer¬ 
sey, N.J., division, 
where she was pro¬ 
moted to area sales representative the 
following year. She was promoted to 
area manager - merchandising in the 
Jersey chain division in 1981. 

G.T. Hanson has been promoted 
to assistant division manager in 

f the Duluth, Minn., 

Hanson joined the 
company in 1978 as a 
sales representative in 
the Duluth division 
where he was pro¬ 
moted to area sales 
representative the following year. He 
was promoted to area manager - mer¬ 
chandising in the Minneapolis chain 
division in 1980, 


G.A. McKenna has been promoted 
to assistant division manager in the 
New Bedford, Mass., 

McKennajoinedthe 
company in 1977 as a 
i sales representative in 

f the South Boston divi- 

.jWv' %;v Sion. He was pro- 

'w moted to area sales 

representative in 1979, and was named 
area manager - merchandising in the 
Boston chain division in 1981. 

P.R. Merlino has been promoted 
to assistant division manager in the 
Philadelphia, Pa., 

Merlino joined the 
Brat < 53 *V company in 1975 as a 
Vr sales representative in 

the North Jersey, N.J., 
division, where he was 
Wmi 1 JEM promoted to area 
sales representative the following 
year. He was promoted to area man¬ 
ager - merchandising in the Jersey 
chain division in 1980, 

P.N. Vlahos h as been promoted to 
assistant division manager in the San 

f Francisco, Calif., 

L Vlahos joined the 
■ company in 1980 as a 
IT sales representativein 
/ the San Francisco, 
division, where he 
Ek was promoted to area 
sales representative the following year. 

R.F. Zurhelten has been promoted 
to assistant division manager in the 
Salt Lake City, Utah, 
division. 

Zurhellen joined the 
company in 1974 as a 
sales representative in 
the Albany, N.Y., divi¬ 
sion, where he was 
promoted to area 
sales representative the following 
year. He transferred to the Albu¬ 
querque, N.M., division in 1980. 



Lind# F. Brewer has been promoted 
to military and institutional sales 
manager in the San 
Antonio, Texas, 

flUs. Brewer joined the 

company in 1980 as a 
sales representative in 
the Memphis, Tenn., 
A ■ division, where she 
was promoted to area sales represen¬ 
tative the following year, 

Nancy B. Murat has been promoted 
to merchandising manager - field in 

§ the Jersey, N.J., chain 

Murat joined the 
company in 1974 as a 
sales representative in 
the North Jersey, N.J., 
division. She was 
promoted to area 
sales representative in 1976. 

B.K, Stockdale has been promoted 
to merchandising manager - field in 
the Cleveland, Ohio, 
division. 

Stockdale joined 
' the company in 1979 
T ' as a sales representa- 

\ ^5* tiveintheWestCleve- 

Ner' land division, where 

_ he was promoted to 

area sales representative the follow¬ 
ing year. 

K.N. Wadla has been named as 
merchandising manager - field in the 
^ Houston, Texas, chain 

Wadia joined the 
’* s f company in 1976 as a 

- _'T_ , sales representative in 

the West Houston divi- 
^M sion, where he was 

■i 41 I^E promoted to area 

sales representative the following 
year, He was promoted to training and 
development manager - field in the 
Houston regional training and devel¬ 
opment division in 1982. 
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FEDERAL, STATE 4 MUNIC! 

PAL EXCISE TAXES ON CIGAR¬ 
ETTES DURING THE LAST FISCAL 
YEAR WERE $^7O8,6OJO0O-OR 
$29,26 PER MAN, WOMAN AND 
CHILD IN THE UNITED STATES 


S®3 


V"' 1 
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U. 5. TAX RECEIPTS FROM TO - 
6ACCO FOR THE FISCAL YEAR 1982 
WOULD WRAPAROUND THE 
EARTH'S EQUATOR 24.3 TIMES 


- 

'MOWA BECAME THE FIRST STATE 
TO IMPOSE ATAX ON CIGARETTE^ $ 
DURING THE 1930s MUNICIPAL 
GOVERNMENTS IN 5U&WVU.NUMPR5 
ENTERED THE CIGARETTE TAY FIELD. 
TODAY ALL STATES AND THE 
DISTRICT OF COLUMBIA TAX 
CIGARETTES ALONG WITH 369 
MUNICIPALITIES AND THE 
FEDERAL GOVERNMENT 


THEfe.7 MILLION COLLECTED BY 
FEDERAL STATE AND LOCAL GOVERNMENT 
DURING THE PAST FISCALYEAR REP¬ 
RESENTS MORE THAN 4TIMES THE 
GROSS RECEIPTS US. TOBACCO FARMERS 
RECEIVED FOR CROPS USED IN 
MAKING CIGARETTES DURING 
THE SAME PERIOD 
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QUIK FAX 



Who is today’s drug store shopper? 



AGE 


INCOME 

MARITAL STATUS 

18-24 

8% 

8% 

under $ 5,000. 

66% 

Married 

25-29 

15% 

7% 

5,000. - 7,999, 

13% 

Single 

30-34 

14% 

5% 

7,500, - 9,999, 

10% 

Widowed 

35-39 

9% 

13% 

10,000. - 14,999, 

9% 

Divorced 

40-44 

8% 

14% 

15,000. - 19,999, 

2% 

Separated 

45-49 

10% 

16% 

20,000. - 24,999. 



50-59 

15% 

8% 

25,000. - 29,999, 

Male 

Female 

60 

20% 

18% 

30,000. plus 

25% 

75% 



13% 

no answer 




Specific items purchased by shopper on last trip 


42% 

32% 

28% 

22% 

18% 

Prescriptions 

Film/ 

OTC 

Haircare 

Household 



Cigarettes 



Needs 

1 

18% 

15% 

15% 

15% 

9% 


Food/ 

Oral Care 

Toiletries/ 

Deodorant/ 

First Aid 

I 

Candy 


Cosmetices 

Feminine 

items 


MERCHANDISER 


March-April 1983 

Published for members of the field Sales Force of 
R.J. Reynolds Tobacco Company. 

editor.Qene Sclaklon# 

MERCHANDISER offices are located in the Reyn* 
olds Building, 17th Floor, Winston-Salem, NC 
27102. Telephone (919) 777-7674. 

*1963 by R.J. Reynolds Tobacco Company. 
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